historiography that denaturalizes technology, accounts for continuity and change, foregrounds policy-making, and situates marketing and media within the dynamics of the global capitalist political economy. As Robert McChesney (2008: 12) notes, 'assessing policies, structures, and institutions cannot answer all of the important questions surrounding media, but [political economists] believe their contributions are indispensible to the comprehensive study of media'. Calling out the undemocratic history of US media policy-making and web advertising in particular, CPE continues to articulate politics as a necessary site of intervention into the structural composition of media. Historical work in this tradition provides valuable lessons about future prospects (see Dolber, 2017; Dunbar-Hester, 2014; Gillespie, 2007; McChesney, 1993; Niesen, 2012; Pickard, 2015; Stole, 2006) . Comparative and international studies represent a particularly important area for further research. The European Union, for example, has proven much more willing to constrain online commercial surveillance, prompting major regulatory conflicts and legal challenges from the transnational web advertising sector.
Another area in need of further study is the continuing role of finance capital, which has remained a potent driver of web advertising and consolidator of market power. Google and Facebook have relied on finance capital to expand, building up powerful barriers to competition. In the United States, three-quarters of digital ad revenues are divided among just ten companies, while European and Asian markets also exhibit high degrees of concentration (Pricewaterhouse Coopers, 2016) . Google alone claims its ads can reach over 90% of global internet users. One estimate put the number of ads Google serves on a daily basis close to 30 billion, roughly ten times the number of people on the planet with internet access (Koetsier, 2012) . This kind of market dominance raises important concerns about the bottlenecking of surveillance and influence capacities, especially when digital advertising intermingles freely between the ostensibly separate domains of commerce and politics. At the time of this writing, Facebook and other purveyors of surveillance advertising face mounting scrutiny over their roles in political manipulation and what, if any, civic responsibilities fall on their
